Technology 
the driving force behind online purchasing (Mcallum, 2017:1) , there is still a need to get South Africans to shop online (Kempen & Kasambala, Toerien, 2015) .it is therefore the purpose of this study to determine which consumer attributes influence consumers online shopping.
Consumers' exhibit different behaviour when shopping in a brick-and-mortar store compared to when shopping online. An understanding of consumer buyer behavior when shopping online will enable online retailers to formulate appropriate marketing strategies targeted at these consumers. This would require that markets determine the attributes that consumers consider when deciding whether to shop online or not. Online shopping in SA lag behind those of other countries due to slow adoption of online shopping. There are more than 2 000 shopping centres in South Africa (Busitech, 2015) which create competitive pressures for online retailers since consumers have to choose whether buying online or from the brick n mortar stores located in shopping centre. Online retailers need to understand the attributes that consumers use to evaluate online retailers to ensure that they offer products and services that match the requirements of online consumers and to lure them away from brick and mortar stores.
Many scholars from have investigated online shopping across the globe. However, few research papers focus on South African online consumer. South Africa is a developing country with people of diverse backgrounds in terms of ethnic groups and other demographic factors that requires research focusing on the country since online shopping adoption has been on the increase in the country. Existing research in online shopping in SA focused on online banking (Brown, Cajee & Strobel, 2003) , job seeking (Brown, 2010) , online shopping framework (Dlodlo, 2014) , online buying satisfaction (RudanskyKloppers, 2014 ) and online shopping interactivity (Mpinganjira, 2014) and consumer attitude towards online shopping (Mpinganjira, 2016) . There is a need for more research on online shopping for marketers to understand what influence consumers to shop online and specially attributes that influence consumers to shop online.
The main objective of this research is to determine the attributes online shoppers use to evaluate whether to shop online. Furthermore, the research will also investigate whether attributes differ across demographic factors and frequency of online purchases.
Literature review Consumer online shopping in South Africa
Globally, consumer online shopping continues to grow rapidly centred around advances in internet technology. In South Africa, the general household survey (GHS) indicated that the percentage of internet connectivity rose significantly between the years 2013 and 2016, growing from 40.9% to 59.3% respectively (StatsSA, 2014 , StatsSA, 2017 . Furthermore, a reported 21 million South Africans used the internet in 2016 with this number expected to grow to 22.5 million in 2017 (Worldwide worx, 2017) . With the rising increase in internet use, online shopping in South Africa has similarly increased in recent years (KPMG, 2013) . In 2015 a reported 3.225 million South Africans shopped online (Worldwide Worx, 2016) , which was an increase from at R2.26 billion in 2012. South African consumers who shop online have reported high levels of satisfaction with their purchases. In contrast, 87% of consumers who reported to be satisfied with their purchases in 2012 to increase to 97% in 2017 (MasterCard, 2013) . Online sales increased from R2.26 billion in 2012 (Pillay et al., 2012) to R37 billion in 2017 and is estimated R53 billion in 2018 due to increasing numbers of consumers who are shopping online (Fin24, 2017). There are channels available to make online purchases. There are various devices used to make online shopping, for SA top three devices are the desktop, which dominates most of online purchases at 60%, while mobile phones and tablets are at 55% and 38% respectively (Eshopworld, 2017:1) . 55% of South African online shoppers use mobile phones while 38% opted to make online purchases through tablets. Due to the high rates of mobile penetration in South Africa, online shoppers are increasingly opting to make purchases on their mobile devices, which resulted in an estimated 65% growth in online spend via mobile devices (smartphone or tablet) between 2015 and 2016 (Moneyweb, 2017) .
The trend in South Africa is that majority of consumers browse online and then make their purchases in the store (SACSC, 2016) . This means that for most consumers, the search for information about a product begins on the retailer's website while the actual purchase happens in-store. The conclusion was that in the search for information, consumers value the internet as an information source but not a place to transact; as a result, the physical store remains an important element for consumers when making the purchase. For electronic products, 47% of consumer's research about them online but only 60% purchase the products ins-tore (PWC, 2017; Begg, 2017) . Other items frequently purchased online range from travel bookings, ticket for events (movies) through to fashion items and books (Gernon, 2017; PWC, 2017) . The most purchased online products in SA is clothing, followed by books, electronics, DVDs, electrical appliances, homeware and the least bought was groceries (SACSC, 2016) . Although the range of products purchased online is diverse, a significant number (57%) of South African consumers did not purchase their groceries online (PWC, 2017) .Although there are over 200 online retailers in SA, the top 5 leading retailers in 2013 were, in order most visited sites, Kalahari.com, amazon.com, bidorbuy.co.za, groupon.co.za and takealot.com (BusinessTech, 2014) . However, Takealot is the largest online shop in SA in terms of market share. This is due its wide selection of products across several categories, as well as its range of delivery options (Mybroadband, 2017) . Brick and mortar retailers such as Pick n Pay, Woolworths, and, Edcon Holdings, the operator of retailers such as Edgars, Jet, Jet Mart and CNA, are among the apparel and grocery retailers to have taken up e-commerce seriously (Mahlaka, 2016) .
Online shopping consumer attributes
Consumers who seek convenience, value and a variety of choice characterize the online shopping space in South Africa (Begg, 2017) . The top three reasons for which consumers shop online are considered to be convenience shopping, the ability to compare prices and better value . In the South African context, reasons to shop online differ slightly from trends outlined previously. Reasons for shopping online in SA Source: SACSC, 2016:4. Figure 1 highlights that convenience is the top reason for online shopping among South Africans, this is followed by the ability to choose from variety of options. Next was the ability to shop across borders, compare items based on value and receiving items on time (SACSC, 2016) . Another study by Rundansky-Kloppers (2016) revealed the three most important factors for purchasing online in South Africa is convenience, delivery and saving time. Convenience is the major reason that people purchase online. This trend is not only visible in SA but also globally However, reasons to buy online differ based on the type of product purchased. For instance, people who buy entertainment products value lower price, while people who buy books value ease of website use and those who buy tickets value convenience Rundansky-Kloppers (2016) . A study found that consumers are likely to purchase from a website with the lowest price, followed by one with delivery options and lastly intact return policies. These are the three important factors when making online purchases (Begg, 2017) . Price or promotions was the biggest factor that drove online purchasing decisions in South Africa and among other countries such as Canada, Belgium, Australia, France and Newzeland . Despite the advantages of online shopping and its increase in South Africa, most customers may not have shopped online (Lee & Barners, 2016) . According to Worldwide Worx (2016) , South Africans are still cautious of online shopping, based on the uncertainty of whether online is secure or not. This lack of trust is one of the factors that hinder the growth in online shopping in SA (Mahlaka, 2016) .
It is important for online sellers to have a trusted website in order to drive online purchases. This is an important factor that affects consumer's intentions to buy online ). Consumer's intentions/ acceptance of online shopping is broadly explained through the technology acceptance (TAM) model (Ha & Stoel, 2009; Lee & Barnes, 2016) . It prescribes people's two core beliefs in relation to using/adapting to a particular technology are perceived usefulness and perceived ease of use. The perceived usefulness and perceived ease of use are the utilitarian factors proposed by the TAM (Vijayasarathy, 2004) . The utilitarian factors are goal-oriented factors which envision that consumers consider product-related information prior to purchase and differs from the hedonic factors which reflect the experience and entertainment factors of online shopping (Babin, Dardin & Griffin, 1994) . Utilitarian factors include an assessment of functional benefits, such as economic value, convenience, time savings (Teo, 2001 ) and also convenience and accessibility, selection, availability of information and lack of sociality (Wolfinbarger and Gilly, 2001) .
Other utilitarian factors influencing online shopping are security and privacy (Khare et al., 2012; Ha & Stoel, 2009; Lian & Lin, 2008; Vijayasarathy, 2004) and convenience (Jen-Hung & Yi-Chun, 2010; Childers et al., 2001) . Perceived usefulness refers to the fact that a user believes in the existence of a positive use-performance relationship while the perceived ease of use refers to the degree to which a person believes that using a particular system would be free of effort (Childers et al., 2001; Davies, 1989) . Online shopping is considered useful by consumers since they can obtain product information and compare alternative products online (Bhatnagar & Ghose 2004) . Convenience refers to time savings and effort savings that include the physical and mental effort (Jen-Hung & Yi-Chun, 2010) . Shoppers attaching more importance to convenience minimize their search cost as much as possible to save time or energy for activities other than shopping Delafrooz, Paim, Haron, Sidin & Khatibi (2009) .
Vijayasarathy (2004) investigates attributes that influence consumer attitude towards online shopping. The ease of use, usefulness and compatibility were reported to have a strong influence on intention to shop online. The attributes influencing online shopping differ across types of products and across (Lian & Lin, 2008) . Yang and Lester (2004) listed convenience, efficiency, anxiety/inconvenience and effort/inconvenience attributes influencing online shopping.
Security is defined as the extent to which consumers believe that making online purchases is secure (Vijayasarathy, 2004) and is closely related to privacy risks, which are concerned with the ease with which consumers' personal information, their browsing and shopping habits can be captured online and the possibility for the misuse of information (Vijayasarathy, 2004) . Park and Kim (2003) observe that security concerns to affect consumer attitude towards online shopping and they will shop less. Hasslinger, Hodzic and Opazo (2007) also maintained that trust and security factors are a major influence for the consumers when considering a potential purchase on the Internet platform.
Behavioural intention to purchase online is resulted from people's attitude (Ha & Stoel, 2008) . Attitude is, therefore, a behavioural factor that positively or negatively affects the intention to shop online (Chang, Cheung & Lai, 2005) . A further confirmation by Kempen et al (2015) indicate that both positive and negative attitudes towards online shopping influenced people's intentions to shop online.
Demographic factors and attributes influencing online shopping
The consumers that buy online also differ greatly in age. Older consumers participate in online shopping in contrast to the younger consumers. Rudansky-Kloppers (2016) found that the age groups that participated in online shopping were the older generation, 48.6% were between the 30 to 49 years followed by 21.6%. 50 to 64 years and the least were the younger Generation at 19.8% between 18 and 19 years. According to Begg (2017) the older Generation X, that is born between the years 1966 and 1981, made more online purchases than the technologically savvy Millennial generation that is born between the years 1982 and 2001. Much of the age contribution/differences in online purchases is on economic stability of the respective Generations. Whereby Generation X is financially and economically stable in contrast to Millennials who might still be in the early stage of career advancements.
Previous studies found no significant difference between online shoppers and non-shoppers in terms of gender were found that men make more purchases (Slyke, Comunale & Belanger, 2002; and spend more money online (Venkatesh & Morris, 2000) than women. Women were found to be emotionally less satisfied with online shopping, and consequentially make fewer online purchases as compared to their male counterparts (Jen-Hung & Yi-Chun, 2010; Hanson, 2010; Rodgers & Harris, 2003) . Earlier research also suggested that men have more positive attitudes towards online shopping, and therefore, are more likely to purchase products online (Hanson, 2010) . On the other hand, women prefer to examine shopping products physically, as well as enjoying group shopping and window-shopping (Chou, Wu & Chen, 2010) .
Studies that investigated the impact of income and education level presented conflicting findings. For example, Richa (2012) investigated the demographic impact on online shopping. The findings revealed that income and education level do not influence online shopping. Kanchan and Kumar (2015) found that income and education level do influence online shopping frequency. Other studies found the frequency of purchase as having influence towards online shopping (Overby & Lee, 2006) 
Methodology
This study aims to explore the consumer attitudes of online shoppers to determine what shoppers are looking for in terms of online shopping. A survey method was deemed appropriate for this research to explore the attributes online shopping consumers in South Africa use to evaluate online retailers. Data were collected online and targeting consumers over the age of 18 years who have internet access. The sampling frame of shoppers who purchased at supermarkets was a purposive sample gathered by the researchers. This sample frame was used as a database and each individual was invited to take part in an online survey via Survey Monkey. A convenience sampling method was used to target 562 online shoppers, of whom 104 responded, that is, a response rate of 18.5%. Online surveys have a low response rate, which could be as a result of non-delivery of e-mail (Cooper & Schindler 2011:249) .The questionnaire was developed using the variables of prior research studies (Khare et al., 2012; Khare & Rakesh, 2011; Vijayasarathy, 2004; Kim, 2004; Childers et al., 2001; Davies, 1989) to investigate the factors that influence SA consumers to shop online. There were eight demographic questions. The factors influencing consumers were measured using 20 statements. Respondents were expected to rate each of the factors on a scale from one to five, with one indicating strongly disagree and five indicating strongly agree. The data was analysed using Statistical Package for Social Sciences (SPSS) version 24 for Windows. Various statistical analyses were conducted including the descriptive study, factor analysis, the independent samples t-test and Anova analysis. Table 1 provides the profile of respondents. This study comprised of a sample of 116 respondents. The demographic variables used in this study are depicted in table 1. The survey also tested respondent's general use of the internet in relation to access and length of exposure (in year terms) to internet technology. A total of 113 respondents indicated that they had access to computer (113). 98.2% of respondents indicated to have access to internet and 96.5% of them have been accessing internet more than 4 years. With 77.2% reporting to assess the internet on a daily basis. These results are synonymous with recent report that suggested internet usage among mong South Africans is on the rise (StatsSA, 2014; StatsSA, 2017) . Furthermore, the general internet usage among respondents was measured. Table 2 represents internet usage behaviour among respondents. Table 2 indicates that respondents used the internet for the purposes of seeking information on products op their work laptop. These results could be explained by the fact that a large percentage of respondents (28.4%) reported to access the internet from the workplace. Online shopping was the least purpose for accessing the internet. On the contrary, majority of respondents (81.6%, n=93) participate in online purchasing as shown by those who buy online and those that seldom buy online. These results could be explained by the fact that instore shopping in SA often begins with an online search for product information on the internet (SACSC, 2016). The internet thus plays a significant role as an information source for SA consumers. Of the respondents that buy online, majority of them (31.2%, n=31) buy once every three months followed by those who buy once in a year (20%, n=20.3). Figure 1 depicts the attributes online consumers use to determine whether to buy online or not. Consumers value the attribute 'I can shop from a distant places (M= 4.24) more followed by 'I can purchase products at any time of the day', (M= 4.20) and I can shop online without any need for assistance', (M=4.06). Consumers also believe that online shopping is valuable since they can save time driving from one store to another (M= 4.05) and that they can easily compare prices over the internet while shopping (M=4.02). The attributes that consumers find least attractive is 'it is suitable for all types of products' (M=3.14), 'I can make better purchase decision when shopping online' (M=3.25) and 'it is safe to buy online' (M= 3.36). 
Research results

Demographic factors
Factor analysis
Exploratory Factor Analysis (EFA) was conducted on scaled 23 items to identify any incorrectness with the measurements of online shopping attitude. EFA led to twenty items that represented components of online shopping attitudes. This further lead to the exclusion of three items that double-loaded on one or more factors. Subsequent to EFA, three factors were established, the first factor was convenience. Nine variables loaded under convenience factor, an indication that this factor was strongly linked to the attitudes towards online shopping. The second factor was perceived usefulness with eight variables. The third factor was risk (security) with the least variables of three. Table 3 provides the outcome of EFA with items measuring each individual factor. As indicated in table 3 the factor analysis established three variables namely, convenience, perceived usefulness and security (risk) that will be discussed next. With reference to the variable convenience, nine variables were loaded, and the conducted research confirmed that the respondents consider convenience of online shopping, requires less effort and the fast delivery as important factors. A previous study by Rundansky-Kloppers (2016) confirmed that the three most important factors for purchasing online in South Africa is convenience, delivery and saving time. The variable perceived usefulness, the respondents indicated that they can be in touch with latest trends and comparison of products and brands is easier. This research finding confirm the findings of Vijayasarathy (2004) in which they consider perceived usefulness and perceived ease of use are the utilitarian factors proposed by the TAM. The last factor, namely: risk (security) the respondents highlighted the safety of personal information and the fear of credit card information stolen important considerations, which is confirmed by Vijayasarathy (2004) .
Previous research studies focused on personal perceived values as the underlying dimensions for online shopping involving items that encapsulated perceived danger, perceived convenience, perceived website quality, as well as perceived benefits studies (Liang, 2009; O'Cass & Fenech, 2003; Childers, et al., 2001 and Eastin, 2002) and the conducted research confirms the factors. While many studies found the ease of use and usefulness to be the most important attributes influencing online shopping, this study established that online consumers are influenced strongly by convenience (M=3.93) followed by perceived usefulness (M=3.72) and security (M= 3.59). Rodansky-Kloppers (2014) also found Security and Price experience have an effect on overall online buying experience.
Demographic factors and attributes influencing online shopping
The Impact of demographic factors such as gender, age, income and education level on attitude towards online shopping was determined through ANOVA and t-test.
The independent samples t-test was used to determine if gender had an effect on perceived ease of use, perceived usefulness and security. The results show that gender had no significant effect on the extent to which perceived ease of use, perceived usefulness and security play a role in their online shopping. The non-parametric Mann-Whitney U test was used to validate the findings of the t-test and it also found that Gender does not have an effect. This findings support existing research in online shopping that found that found no significant difference between online shoppers and non-shoppers in terms of gender (Chiu, Lin & Tang, 2005; Brashear et al. (2010) , men were found to make more purchases (Slyke, Comunale & Belanger, 2002) and spend more money online (Venkatesh & Morris, 2000) than women. Hanson (2010) also found that men have more positive attitudes towards online shopping, and therefore, are more likely to purchase products online and that women prefer to examine shopping products physically, as well as enjoying group shopping and window-shopping (Chou, Wu & Chen, 2010) . Contrary to this finding, Khare and rakesh (2011) found that males and females differed in their attitude toward online shopping.
One-way ANOVA test revealed that age has a significant influence on the extent to which perceived usefulness (F = 4.30; p < .01) and security (F = 5.180; p < .01) plays a role in online shopping behaviour. The specific differences were that respondents between 18 -30 years (M = 4.03, n = 31) tend to attach value to perceived usefulness during online shopping more than respondents between 36 -45 years (M = 3.66, n = 22). The conducted research findings compare well with the findings of Begg (2017). In addition, respondents between 18 -30 years (M = 3.67, n = 31) tend to attach value to perceived components of security during online shopping as opposed to respondents between 31 -35 years (M = 3.08, n = 25). Previous study (Rudansky-Kloppers, 2016) indicated that respondents between 18 -30 years seemed to be not so financial stable as the respondents between 36 -45 years, which explain the younger generations' tendency to buy less online.
While respondents between 31 -35 years (M = 3.0800, n = 25) attach less value to the perceived security during online shopping than the 46+ year group (M = 3.90, n = 31). A Krusakal-Walls test was conducted. The test corroborates the results of the ANOVA. In addition, it also found that age influences the perceived ease of use (H = 99.201; P<.05) . A post hoc test using Mann-Whitney test was used to compare age groups.
The Mann-Whitney test results that shows the 18 -30-year group (MR = 949.00; n = 30) attach more value to perceived ease of use of online shopping than the 36 -45-year group (MR = 949.00; n = 30). While the 18 -30-year group (MR = 144.50; n = 31) tend to attach value to perceived ease of use of online shopping more than the 46+ year group (MR = 808.50; n = 31). The 31 -35 year old group (MR=842.00, n=25) tend more than the 46+ year old group (MR=754.00, n=31) to attach value to the perceived ease of use -experienced by doing online shopping (Z=-2.138, p<.05). Xu & Paulines (2005) reported that young adults are more familiar with the Internet and are more likely to shop online (Johnson., Lennon, Jasper, C., Damhorst, M.L. and Lakner, H.B. (2003) views' are similar to those of Khare, Khare and Singh, 2012:167) who found significant differences among different age groups and attitude towards online shopping. However, Kim (2004:60) found that consumers in different age groups possess similar attitudes towards online shopping.
The one-way ANOVA test revealed that income has no significant influence on the extent to which perceived ease of use, perceived usefulness and security plays a role in their online shopping behaviour (p >.05). The findings are consistent with those of Richa (2012) who found no significant influence of income towards online shopping attributes while contradiction Kachan and Kumar (2015) findings that revealed that income and education level do influence online shopping.
The one-way ANOVA test also revealed that education level has no significant influence on the extent to which perceived ease of use, perceived usefulness and security plays a role in their online shopping behaviour. (p >.05). Richa (2012) also found no significant influence of education towards online shopping attributes. However, compared to the previous study of Kanchan and Kumar (2015) the results of the conducted study contrasted with their findings as they established that education levels do influence online shopping frequency.
Frequency of purchase and attributes influencing online shopping
The independent samples t-test was used to determine whether shopping online or not, has an effect on the extent to which perceived ease of use, perceived usefulness and security plays a role in their online shopping behaviour. Whether they shop online or not has a significant effect on the extent to which perceived ease of use, perceived usefulness and plays a role in their online shopping behaviour.
The non-parametric Mann-Whitney U test was used to validate the findings of the t-test and it also found that buying online or not does not have an effect regarding perceived ease of use and perceived usefulness. Of those 93 respondents who shop online, one third (33.3%, n=31) tend to buy online once every 3 months.
The one-way ANOVA test was used to determine whether shopping frequency has a significant effect on the extent to which ease of use, perceived usefulness and Security play a role in their online shopping behaviour. Previous research findings by Begg (2017) established that the older Generation X that is born between the years 1966 and 1981 made more online purchase than the technologically wellinformed millennial generation. The results established that shopping frequency has a significant effect on the extent to which perceived usefulness (F=6.637, p<.001) and ease of use (F=7.340, p<.001) plays a role in their online shopping behaviour. These results are echoed by the findings of Kanchan and Kumar (2015) but, contrasted with the findings of Richa (2012) . Specifically, it found the following differences:
The monthly or more frequently group (M=4.300, n=30) tend more than the once every 6 months group (M=3.590, n=18) and the once a year group (M=3.345, n=14) to attach value to perceived usefulness advantages experienced during online shopping.
The monthly or more frequently group (M=4.526, n=30) tend more than the once every 6 months group (M=3.796, n=18) and the once a year group (M=3.492, n=14) to attach value to perceived ease of use during online shopping. Kanchan and Kumar (2015) and Overby & Lee, 2006 ) established that income and education level do influence online shopping frequency but unfortunately they did not established whether the once a year group buying group attach more value to perceived ease of use during online shopping as the more frequent buying group as the current results indicated.
Recommendations
Although online shopping in South Africa is still in its growth stage, there is a need to understand what online shoppers look for in terms of the online shopping factors. This study focused on convenience, perceived usefulness and security (risk) as the components that affect attitude towards online shopping. The perceived ease of use was found to have more influence towards online shopping followed by perceived usefulness and security. This implies for markets to ensure that online shopping is convenient and that consumers find it useful for them. The attractive layout of the Web page must be integrated to the flexibility, ease-of-use, and perceived usefulness attributes to enable product search and comparisons (Khare & Rakezh, 2011) . Marketers should also ensure that online transactions are secure so as to attract those consumers who are concerned about security when shopping online. Specific credit card issues such as fraud and theft must be addressed in market offerings, and particularly on the websites of online retailers. Furthermore, adequate security, trustworthiness of information, and privacy should be emphasized in all advertisements and websites (Rudansky-Kloppers, 2014) .
The results show that the perceived ease of use is valued differently by various age groups. The younger respondents placed more value to perceived ease of use of online shopping than the older age groups. It is important for marketers to emphasise the convenience and perceived ease of use of online shopping when targeting younger market groups.
Similarly, the younger age groups attached value to perceived usefulness associated with online shopping; marketers could intensify promotions that are only online as opposed to in-store promotions to entice the online purchases from these individuals. Market can also emphasis the time savings consumers can experience when shopping online compared to when shopping in a birck and mortar store. Security (risk) still remains a constraint for retailers get customers to adopt online shopping. Risk associated with online shopping in this study pertained to concerns about theft of personal information, the nature of the retailer's return policies and the quality of products. The 31 -35 age group were less concerned with security risks associated with online shopping. For marketers this could be a drawback in getting customers to shop online, as such the impact of this factor can be reduced by introducing alternative means to entice customers to shop online.
Since consumers who frequently shop online value perceived ease of use and perceived usefulness of shopping online, marketers must continue emphasising these attributes in their marketing strategy to keep these consumers.
Conclusions and limitations
The results of this study revealed that there is a high internet usage among respondents, however whether this behaviour translates into online shopping remains a question that require further investigation. Majority of respondents also access the internet from work seeking information and for work purposes. The majority of consumers also shop online which can be explained by the fact that the target population was consumers with internet access. Attributes for online shopping were found to differ across age groups but did not differ across gender, income and education level. The online shopping attributes were also found to differ by frequency of purchase with those purchasing frequently attaching more value to perceived ease of use and perceived usefulness.
Limitations of this study are that it was done on a small sample, a follow-up study could investigate by broadening the sample size. furthermore, other studies could investigate if the emerging market consumers shop online and which attributes influence them to shop online.
